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Getting in Step with Social Getting in Step with Social 
Marketing and Behavior Marketing and Behavior 
Change in NPS Outreach Change in NPS Outreach 

ProgramsPrograms

Shifting the Focus to OutcomesShifting the Focus to Outcomes

Presented by Presented by 
Jack Wilbur, Utah Dept. of Ag & FoodJack Wilbur, Utah Dept. of Ag & Food

Traditional OutreachTraditional Outreach

►►Tools and outputsTools and outputs--based approachbased approach
Focus on the deliverable productsFocus on the deliverable products
►►BrochuresBrochures
►►NewslettersNewsletters
►►ToursTours
►►Education field daysEducation field days
►►PSAsPSAs (radio(radio——tvtv))
►►Display ads Display ads 
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Social Marketing ModelSocial Marketing Model

►►People (target audience) approachPeople (target audience) approach
Identify the issue/problemIdentify the issue/problem
Research SolutionsResearch Solutions
Identify audiencesIdentify audiences
Assess audiencesAssess audiences
►►What are their current behaviors?What are their current behaviors?
►►What are the barriers to behavior change?What are the barriers to behavior change?
►►Where do they get their news and information?Where do they get their news and information?

Social Marketing Model Social Marketing Model ContinuedContinued

►►Create MessagesCreate Messages
►►Implement programImplement program
►►ReRe--assess, Evaluateassess, Evaluate

Outputs and impacts/outcomesOutputs and impacts/outcomes

►►ReRe--tool, do it again as neededtool, do it again as needed

Behavior Change!! 

…is the short-mid-term Goal!
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StatesStates--EPA Outreach WorkgroupEPA Outreach Workgroup

►►Created in 2000Created in 2000
CoCo--chaired by EPA and a state representativechaired by EPA and a state representative
Membership has exceeded 20 periodicallyMembership has exceeded 20 periodically
Still in existenceStill in existence

►►Goal:Goal:
Create tools and resources to help states and Create tools and resources to help states and 
local watersheds implement researchlocal watersheds implement research--based based 
outreach campaigns with strong evaluation outreach campaigns with strong evaluation 
components. components. 

Outreach Workgroup OutputsOutreach Workgroup Outputs

►►Focus GroupsFocus Groups——20012001
►►Getting in Step Guide and videoGetting in Step Guide and video——20032003
►►Getting in Step workshopsGetting in Step workshops——on goingon going
►►National NPS I&E and Outreach National NPS I&E and Outreach 

ConferenceConference——every 2every 2--3 years3 years
►►NPS Outreach Digital ToolboxNPS Outreach Digital Toolbox——2005/062005/06
►►Getting in Step with Social Marketing Getting in Step with Social Marketing 

workshopworkshop----tomorrowtomorrow
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Workgroup Recommendation for Workgroup Recommendation for 
Funding NPS Outreach Funding NPS Outreach 

……Reversing water quality degradation from Reversing water quality degradation from 
NPS often hinges on successfully identifying NPS often hinges on successfully identifying 
key behaviors or practices and persuading key behaviors or practices and persuading 
individuals and/or institutions to adopt individuals and/or institutions to adopt 
enlightened behaviors.  Where public enlightened behaviors.  Where public 
behavior changes are central to protecting, behavior changes are central to protecting, 
improving, or restoring water quality, improving, or restoring water quality, 
projects that aim to influence key behaviors projects that aim to influence key behaviors 
or practices will be strongly favored…or practices will be strongly favored…

Preamble Preamble 

Workgroup Recommendation for Workgroup Recommendation for 
Funding NPS Outreach Funding NPS Outreach 

►► IP that identifies & assesses old & IP that identifies & assesses old & 
new behaviorsnew behaviors

►► Strategy that IDs & overcomes Strategy that IDs & overcomes 
barriers & “sells” the new behaviorbarriers & “sells” the new behavior

►► Stakeholder participationStakeholder participation
►► Measurable, realistic objectivesMeasurable, realistic objectives
►► Evaluation of process & outcomesEvaluation of process & outcomes

Favored Outreach Projects will include… Favored Outreach Projects will include… 
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Overview & Demo of
EPA’s NPS Outreach Toolbox

Presented by Presented by 
Don Waye, US EPADon Waye, US EPA

Status as of March 29, 2006Status as of March 29, 2006
• Toolbox will be available on CD-ROM and on the Web

epa.gov/nps/npsinfo

• Beta Toolbox available now 
on the Web; email Don Waye 
(waye.don@epa.gov) for 
access info

• Summer 2006 release

• Web site’s internal EPA review 
nearing completion

• Watch this URL: 
epa.gov/nps/toolbox

• Check EPA’s NPSINFO listserv 
for announcement;
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The Toolbox MetaphorThe Toolbox Metaphor

Tools designed to help 
local municipalities and 
watershed groups: 

- plan, 
- research, 
- execute and
- evaluate 

effective watershed 
outreach campaigns

Phase II: Develop & Fill the ToolboxPhase II: Develop & Fill the Toolbox
So, What’s in it?So, What’s in it?

(hint: it’s big.)
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Phase II: Develop & Fill the ToolboxPhase II: Develop & Fill the Toolbox

So, What’s in it?So, What’s in it?
•• Access to EPA’s Access to EPA’s Getting in StepGetting in Step resources, including resources, including 

hyperlinkedhyperlinked Guide for Conducting Watershed OutreachGuide for Conducting Watershed Outreach

•• Campaign Evaluations & SurveysCampaign Evaluations & Surveys

•• Comprehensive Comprehensive product catalogproduct catalog (600+ products)(600+ products)
►►TVTV PSAsPSAs —— Viewable!Viewable!

►►RadioRadio PSAsPSAs —— ListenListen--able!able!

►►PrintPrint Ads Ads (e.g., newspaper, bus boards & posters, billboards)(e.g., newspaper, bus boards & posters, billboards)

►► ““OtherOther Products” Products” (e.g., fact sheets, brochures, movie slides, (e.g., fact sheets, brochures, movie slides, 
placemats, door hangers, bookmarks)placemats, door hangers, bookmarks)

►►Logos, Slogans & MascotsLogos, Slogans & Mascots

•• Toolbox Help and TipsToolbox Help and Tips
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Evaluation and SurveysEvaluation and Surveys
•• Baseline Surveys Baseline Surveys –– public attitudes & perceptions public attitudes & perceptions 

of NPS issuesof NPS issues

•• Evaluation reports and followEvaluation reports and follow--up surveys for up surveys for 
30+ media campaigns, including nearly all 30+ media campaigns, including nearly all 
“featured products”“featured products”

•• Evaluation reports accessible through Main Evaluation reports accessible through Main 
Menu and Sidebar, and through “Product Menu and Sidebar, and through “Product 
Details” popDetails” pop--up window for evaluated up window for evaluated 
productsproducts

Searchable CatalogSearchable Catalog
Three different ways to searchThree different ways to search::

Main Catalog Search PageMain Catalog Search Page

“Where You Live” (U.S. map with clickable states)“Where You Live” (U.S. map with clickable states)

“A“A--Z Subject Index” by media type and behavior Z Subject Index” by media type and behavior 
change categorychange category

Drill downDrill down into any product listed in the catalog into any product listed in the catalog 
to to discover background detailsdiscover background details, including , including 
disclosure of permissionsdisclosure of permissions to use                to use                
in other communities.in other communities.
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Catalog Focuses on Six Behavior Change Areas

What NPS Areas are Covered?What NPS Areas are Covered?



11

Where Do We Go From Here?Where Do We Go From Here?

MayMay develop new PSAs to:develop new PSAs to:
•• Fill in the gapsFill in the gaps
•• Be used locally asBe used locally as--isis
•• Be customized for local useBe customized for local use

Likely toLikely to include educational materials for include educational materials for 
the Kthe K--12 age groups12 age groups

MayMay add new categories (e.g., power add new categories (e.g., power 
washers & other mobile businesses)washers & other mobile businesses)
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Screenshot 2Screenshot 2
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New features & products are continually added.

Toolbox will be updated regularly!

For further information, contact:
Don Waye

U.S. EPA, Nonpoint Source Branch
(202) 566-1170

waye.don@epa.gov


